This study aims to investigate the extant level of trust towards online retailers among consumers in two different geographical and cultural locations -UK and Malaysia based on Michell's et al. trust model. The objectives of this study are:
Introduction
Since the 1990s, the Internet via the World Wide Web has provided a delivery channel for businesses to sell their products and services. Trust is a fundamental prerequisite for the successful uptake of electronic commerce (Grabner-Kraeuter 2002, 43-50) ; consumers are confident in making purchases online (Chua et al. 2006, 231-242; Shankar et al. 2002, 325-344; Torkzadeh & Dhillon 2002, 187-204) when online retailers ensure trust building mechanisms are inherent in the electronic marketplace (Pavlou & Gefen 2004, 37-59) .
This study aims to investigate the extant level of trust towards online retailers among consumers in two different geographical and cultural locations -UK and Malaysia. The objectives of this study are:
1. To identify the predictive variables of customers' trust towards retailers 2. To ascertain the extent of the consumer trust variable as being the essential element of online shopping 3. To analyse the differences in perception of online trust between consumers in the United Kingdom and Malaysia
Electronic commerce and online retailing
With the globalization of the business environment, it has become a necessity to find new ways to do business. The advancement of Internet technology and the increasing use of the Internet as a distribution medium accompanied by decreasing costs in computing provide access to millions of users worldwide.
According to the 2007 UK National Statistics Omnibus Survey, 15.23 million UK households had Internet access. This figure represented 61 per cent of households and showed an increase of nearly 1 million households, or 7 per cent, since 2006. Out of the 53 per cent of adults that had ever purchased goods or services over the Internet, more men than women (58 per cent and 48 per cent respectively), had done so.
However, in Malaysia, Internet use for purchasing is still not at a satisfactory level (Kaur 2005, 1-14) . Online shopping does not inspire confidence in business and consumers. According to the Taylor Nelson Sofres survey, only 3 percent of Malaysian Internet users shopped online in 2002, compared to 4 percent in 2001. Thirty-eight percent of Malaysians felt that it is safer buying goods or services in a store and 36 percent of them do not want to disclose their credit card details. Security-related issues including trust were cited as the main reason for not shopping online. In 2005, the number of Internet buyers was 4.7 million (Moreira 2007, 10-12) . By August, 2007, there were 13.5 million Internet users in Malaysia (MCMC 2007) .
Definition and Concept of Trust
Trust is difficult to define and measure (Rousseau et al.1998, 393-404) and has been defined in different ways. A search on the ISI Web of Knowledge (http://portal.isiknowledge.com/) for the term trust showed articles predominantly from three subject categories -Business, Management and Economics which account for 32 percent. Studies on trust has spanned across disciplines in disparate areas from psychology to sociology and from information systems to marketing (Arnott 2007 (Arnott , 1203 (Arnott -1240 . Some of the definitions of trust have included "...the willingness to depend on an exchanging partner with confidence..." (Moorman et al. 1993, 81-101) and as the basis for commitment for a long term relationship between buyer and seller (Ganesan, S. 1994, 1-19; Morgan & Hunt 1994, 20-38) . Initial studies on have been in the fields of organisational behaviour and marketing (Moorman et al. 1993, 81-101) and specifically on organisational trust (Mayer et al. 1995. 709-734; Schoorman et al. 2007, 344-354) . Trust is identified as a cognitive construct exhibiting "different elements of cognitive and affective abstractions of trust" (Bhattacherjee 2002, 211-241) and showed enthusiasm, shared visions, association, forgiveness as constructs in new ventures entrepreneurs (Ali, H. & Birley, S. 1998, 749-763 Initial concerns of online trust have been in security and privacy issues on the Internet. As in the area of trust, developments in electronic commerce have brought about issues and complexities characterised by multi-faceted dimensions; inter-disciplinary from areas in consumer behavior, sociology, psychology, management, marketing, economics and information technology. Underlying significant factors that contribute to consumers buying online can be viewed from a technology-oriented perspective and a trust-oriented perspective (van der Heijden et al. 2003, 41-48) . Uncertainty and perceived consumer risk is endemic in the online environment especially in the area of online shopping and electronic commerce. Building consumer trust is a prerequisite for the diffusion and acceptance of electronic commerce (Grabner-Kraeuter 2002, 43-50; McKnight & Chervany 2001, 35-59; McKnight et al. 2002, 297-323) . Sellers need to ensure that trust building mechanisms and ease of use of web sites are in place to facilitate buying and selling on the Internet (van der Heijden et al. 2003, 41-48) . The determinants of online trust are dependent on the type and characteristics of the product and/or service. Privacy, order fulfillment, ease of navigation on web sites and branding are requirements for electronic commerce web sites that are information intensive and transaction based (Bart et al. 2005, 133-152) . Maintaining web site quality and reputation are essential to alleviate consumers' reservations in participating in the electronic commerce marketplace (McKnight & Chervany 2001, 35-59; McKnight et al. 2002, 297-323) . Studies have also shown a positive correlation between future online spending and online shopping consumers' level of trust in online retailers. Consumers of online shopping will increase their future online purchase spending when their level of trust in online retailers increases (Chua et al. 2006, 231-242) .
Consumer trust and culture
The characteristics of a culture are shared values, attitudes, beliefs and accepted norms of behaviour (Matsumoto 1994 cited in Cyr et al. 2005 . The need to examine the concept of trust from a national culture perspective is imperative with globalization and the emergence of the multicultural workplace (Doney et al.1998, 601-620) made possible with the Internet.
Research Model
A pioneering work on trust was carried out by Michell et al. in 1998 that had captured the salient factors established in the literature review on trust. This paper extends Michel's et al. trust model to the online environment. Trust is related to four predictor dimensions which are probity, equity, reliability and satisfaction. The first two dimensions, probity and equity relate to the behavioural aspects of trust, whilst reliability and satisfaction belong to the cognitive elements of trust. 22 variables were derived from these four dimensions of trust.
The probity dimension is associated with five variables -confidence, truthfulness, integrity, professional standing and reputation, which are focused on the relationship between buyers and sellers with respect to honesty. Equity is linked with fair-mindedness, benevolence, caring values, sincerity and helpful advertising. Trust level is increased if there are perceived commonalities in shared values of the consumers and the online retailers. The variables associated with reliability are warranties, dependability, quality consistency, quality standing predictability and corporate name guarantee. The reliability factor is related to the sellers' expertise and experience and their ability to successfully conduct and complete a business transaction. The last dimension, satisfaction is associated with personal experience, opinion, duration, the experience of peers and the standard of delivery.
Methodology
A structured web-based questionnaire was designed based on Michell's model and the variables of trust were formulated into twenty-two questions. Two additional questions were included; where the first additional question was to have the respondents rate their level of trust of online retailers. The second additional question was on the respondents' evaluation of the methods used by online retailers to ensure trust. A seven point Likert rate scale was used (1 = Very low, 2 = Moderately low, 3 = Low, 4 = No opinion/Neutral, 5 = High, 6 = Moderately high and 7 = Very high).
Malaysia and the United Kingdom were selected for analysis and comparisons of the consumers' trust towards online retailers between Asia and Europe. Responses were initially solicited via email invitations with a link to the online survey to e-commerce groups and forums in both countries. The respondents had to be frequent users of the Internet, had been customers of e-commerce web sites, and to have made at least one online purchase. The sample population consisted of a total of 273 adults from both countries. An equal sample of 100 respondents from each country was used for data analysis to maintain internal consistency in comparing the samples. The questionnaire was pre-tested before the web based survey was launched in the public domain. The collection of data was limited to four weeks only.
Analysis of Results
The demographics by country indicated the following: 1. Highest average value of trust by age group was between 25 -34 for UK at 4.90 and between 18 -24 in Malaysia at 3.92 (Table 3) 2. Relatively higher percentage of male users with 66 per cent and 78 per cent in the UK and Malaysia respectively (Table 1) A younger age group of 18 -24 for Malaysia with the highest average value of trust could be explained by the increasing prevalence of online games in the region. The study showed that online retailers are comparatively more trusted in UK than in Malaysia (Table 4) . UK consumers had a higher mean (4.75) than Malaysian consumers (3.69). The methods used by online retailers gave a mean of 3.20 and 4.05 for Malaysia and UK respectively (Table 2 ). The average overall mean of the 22 variables were lower than the mean for trust towards online retailers for both Malaysia and UK (Table 6 ). As seen from the results in Table 6 , the equity dimension had brought down the average value in both countries. This dimension focused on contractual shared values with common or mutual expectations and perceived obligations between consumers and online retailers. The trust variable towards online retailers was regressed with the 22 correlates using stepwise multiple regressions and the results showed a significant difference between the two countries. Only the confidence variable (integrity) showed in the final equation with a beta value of 0.966 and was statistically significant at 0.000 (Table 9) for Malaysia with an adjusted R 2 value of 0.932 (F = 1350.564, significance F = 0.000 (Table 7 ).
Trust Ret Malaysia
In the case of UK, six variables -delivery promise (satisfaction), confidence (integrity), warranties (reliability), caring (equity), quality standing (reliability), other experience (satisfaction) entered the final regression equation. The regression equation showed an adjusted R 2 value of 0.882 (Table 10 ). The standard of delivery variable (satisfaction) had the highest beta value of 1.108 and was statistically significant at 0.000 (Table 11) 
Limitations
Since the Web-based survey was initiated by email, this can be construed as spam and ignored. The short time period of survey undertaken was limited to one month and only a small sample size was collected and available for analysis. Factor analysis would have been appropriate with a larger sample size.
Conclusion and recommendations for future research
A study on cross cultural effects on consumers' trust, to investigate the relationship between culture and trust would be recommended to enable a critical evaluation within and across countries (Grabner-Krautner & Kaluscha 2003 in Cyr et al. 2005 , especially in Malaysia's multicultural society with the various ethnic groups. Other contributing factors would be the level of diffusion and adoption rates of electronic commerce in the selected country that would flag out the inhibitors and enablers of online trust.
